The objective of this paper is to present the research results in modelling the process for providing satisfaction of company's customers and their requirements -the key elements of the model which is the final result of the research. This model implies a process approach and acceptable marketing research in the beginning, as well as appropriate evaluation at the end. The model is harmonised with: the quality management concept, the business excellence concept, and the relationship marketing concept. To prove the justifiability of the requirements, elements and activities in the theoretic model, postulated on the basis of researching available literature and research in this sphere, the research included an interview with 84 companies (manufacturing and services), certified according to ISO 9001:2000, registered and active in Serbia (as the primary group) and 37 experts from the relevant field of work as the control group of the research.
Introduction

Literature review in customer satisfaction and related concepts
The objective of an organisation should be to achieve and understand the optimum level of customer satisfaction (Sajfert et al., 2008) . Achieving business excellence and creating world class products and services as a basic precondition of a company's growth and development, are not the functions of one organisational unit within the company, but the result of the synchronised activities of all the company's functions, according to the precisely defined objectives of the company (Cockalo and Djordjevic, 2006) .
Customer satisfaction (CS) is a function of the difference between perceived performance and expectation (Kotler, 1994; Stahl, 1999) . In the contemporary global economy and highly competitive business environment, it may be fatal for a business organisation to be non-customer oriented (Dimitriades, 2006) . In fact, only those customer-centred organisations that can deliver value will survive in the modern business arena. For a long time, CS has been considered the key success factor for every profit-oriented organisation as it affects companies' market share and customer retention. In addition, satisfied customers tend to be less influenced by competitors, less price sensitive, and stay loyal longer (Dimitriades, 2006; Eskildsen and Kristensen, 2007) .
Many executives seem to trust their intuitive sense that high CS will eventually translate into higher loyalty and with it ultimately into improved company performance (Paulssen and Mirk, 2007) . Thus achieving high CS has become a central focus of corporate strategy for most firms (Homburg et al., 2005) . However, "despite the claim that satisfaction ratings are linked to repurchase behavior, few attempts can be found that relate satisfaction ratings to actual repurchase behavior" [Mittal and Kamakura, (2001), p.131] .
There is a broad available technical (or marketing) literature that supports moves towards formalising the measurement of CS (Piercy, 1996) . In fact, CS measurement has proved to be one of the most successful products for market research agencies in times of recession (Coleman, 1992) ; the market research industry offers a full range of products in this area (Ciavolino and Dahlgaard, 2007) . However, the key issue in this area is somewhat different from this focus on measurement techniques and reporting systems.
This field represents the base of, at least, three concepts: quality management (QM), total quality management (TQM) and business excellence (BE), as well as relationship marketing (RM). This is conceptually the subject of the wider analysis of this paper.
Quality components such as dealing with complaints, cooperation between company representatives and customers, the availability of products and services, cost and price policy and activities related to making contracts all exert a considerable influence on CS (Saraph et al., 1989; Conca et al., 2004; Courage and Baxter, 2005) . On the other hand, CS influences the company's characteristics, such as spreading positive information about the company and its services and products (Evans and Burns, 2007) .
The concept of 'total quality' extends well beyond the marketing customer-perceived view of quality to include all key requirements that contribute to customer-perceived quality and CS. TQ broadens prior notions of quality in that it includes consideration of business processes for providing complete CS on the full range of product and service needs (Wayhan and Balderson, 2007; Chung et al., 2008) . Essentially, the TQ concept and BE as a strategy (represented with different models, the basis for a self-evaluation the purpose of which is to evaluate the 'maturity phase' of the organisation and to focus on the problems of further business improvement) are a general philosophy of management (Dale, 1997; Mohr-Jackson, 1998, Terziovski and Samson, 1999; Dale and Ritchie, 2000; Motwani, 2001; Irani et al., 2004; Bauer et al., 2005; Rusjan, 2005) . The EFQM model (EFQM ed., 2002) of BE was accepted as the base for this research.
The term 'relationship marketing' (RM) was first introduced by Berry (1983) in a services marketing context. RM, defined as marketing activities that attract, develop, maintain, and enhance customer relationships, has changed the focus of marketing orientation from attracting short-term, discrete transactional customers to retaining long-lasting, intimate customer relationships (Grönroos, 1994) . Many firms have established RM programs to foster customer loyalty towards their products and services (Schiffman and Kanuk, 2004) . This connects RM with some terminologically and conceptually researched phenomena which may be considered crucial for this research: values and creating values for customers and CS. The results are customer loyalty and the general improvement of company performance. Evans and Laskin (1994) present a model of effective marketing process which, to a degree, brings together all that has been said up to this point. The model is cyclic in form, with three sub-processes: 1 inputs (understanding customer expectations, building service partnerships, empowering employees and TQM) 2 positive outputs (CS, customer loyalty, quality of products/services and increased profitability) 3 checking phase (customer feedback and integration).
The authors define RM as a "the process whereby a firm builds long-term alliances with both prospective and current customers so that both seller and buyer work toward a common set of specified goals" [Evans and Laskin, (1994), p.440] . The effective RM was accepted as the base for this research. The reasons for accepting the model of effective RM as a relevant one were: simplicity, universality, convenience, usability, its measurability and comparability of results. There is a certain principal analogy with the QM concept; its cyclic characteristic and orientation towards constant improvement, which is the very essence of QM. In addition, as an input, the model contains a component of TQM and therefore incorporates its principles as well as those of BE. The idea of this research was not to establish which of mentioned concept is more important for organisations in Serbia or to assert their representativity. The concepts represent the 'tools' which should have been united in order to achieve the common objective -the satisfaction of customer requirements and the modelling process in order to assure the objective.
Serbian background
Companies from transitional countries, like those of the Western Balkans (Serbia among them), have problems with the quality of their business practices and production productivity. Inherited inefficient production systems and transitional recession, which are common to all countries in transition, affect these companies and can be blamed for their insufficient competitive capacity. The problem is especially obvious in companies dominated by autochthonous private capital.
Competitiveness of Republic of Serbia is not satisfactory. According to the global index of competitiveness of the World Economic Forum (2010), Serbia was, in 2009, on the 93rd place out of 133 countries. In only a year Serbia fell, according to the index of competitiveness, for eight places. In front of Serbia are Slovenia, Montenegro, Croatia, Macedonia, Hungary, Romania, Bulgaria and even Panama and Kazahstan. In our region (Western Balkans), only Bosnia and Herzegovina is behind Serbia -on the 109th place. One of the most important sectors in creating gross national product (GNP) in Serbia is processing industry and services. The most important and the greatest influence on forming GNP in processing industry has the production of food products, drinks and tobacco. A similar situation is in the region, provided that Croatia and Montenegro are dominated by services (tourism and hotel management). Recommendations of the International Monetary Fund (IMF), however, that in the long-term stabilisation of the economy and achieve sustainable economic development for this area, is necassary to increase industrial production. Table 2 presents data about the position of Serbia in comparison to other countries of the Western Balkans according to the number of certified companies and on the grounds of ISO report for 2008. Considering the certificate ISO 9001, Serbia takes the second place after Croatia. Considering the implementation of ISO 14001, the first two places take Slovenia and Croatia while Serbia is on the third place with 176 certified companies. The majority of certified companies according to the system of HACCP (ISO 22000:2005) in the region has Croatia, then follow Macedonia and Serbia. These data also show the fields of exporting orientation of the companies from the mentioned countries in which agricultural products take significant place. Source: According to ISO (2008) The reason why only a relatively small number of Serbian companies (and also companies in the region of Western Balkans) have implemented a quality system can be found in the difficult financial situation facing the domestic economy and the fact that the implementation of QM calls for considerable effort on the part of management. What is of greatest concern is that, while almost all big companies have already implemented QM, the majority of companies in Serbia are small to medium sized enterprises (SMEs). Taking all the above into account, it is not surprising that the concept of integrated management systems is the most common on the Serbian market while the elements of BE serve more as a theoretic-methodological base. The concept of RM exists, but only on a basic level and in a small number of companies (those under foreign ownership). Furthermore, there are no clear indicators concerning this. In accordance with the above, the modelling of an acceptable concept that would satisfy customer requirements by integrating QM, BE and RM seems a possible solution in a transitional context. Therefore, the objective of the research was to create and present a theoretical model of a system for providing satisfaction of a company's (firm's) customer needs. The model was created to facilitate the management of these processes, with the aim of achieving BE.
Methodology
The objective of the research was to create and present a theoretic model of a system for providing satisfaction of a company's (firm's) customer needs. This model assumes a process approach, with appropriate marketing research in the beginning and corresponding evaluation at the end. The model has been harmonised with the conditions in which Serbian companies (production and services) operate and created to facilitate the managing of these processes with the aim of achieving BE.
The research starts from at least two key pre-conditions:
1 It is possible to carry out a systemic synthesis of a theoretic model for providing satisfaction of customer requirements that integrates: the criteria of BE in modern business conditions, the requirements of marketing research and the quality requirements set out in the QM (ISO 9000:2000 series) standards.
2 The existence of the model is justifiable, but there are requirements, elements and activities that were not considered during the preparation of the proposed model although they are specific and important for companies' work (productive and non-productive) in the Republic of Serbia.
The research target groups were:
• Companies (productive and/or services), which are, in accordance with the objective, QM certified and which are registered and operating in Serbia; managers working in the quality and/or marketing sector. The Serbian Chamber of Commerce (http://www.pks.rs) data base was used during the selection of companies.
• Experts in the sphere of quality and/or marketing, as the control group. They were to confirm the companies' attitudes, namely it was interesting to see whether considerable differences would appear between the companies' answers and those provided by the experts who were dealing with this matter from an academic (university professors) or some other standpoint (ex. consultants). It was not important whether they belonged to the primary research group but it was essential that they considered the problem from their individual, expert standpoint. The data base and contacts in UASQ -The United Association of Serbia for Quality (http://www.jusk.org) was used as an independent and sufficiently representative body for Serbia.
• The interviewing of available companies and experts was primarily carried out by means of an e-mail survey. Approximately 600 companies and 100 experts were included in the survey.
• In order to facilitate the survey a questionnaire was created (adhering to the methodology of the research). The communicative principle was: one questionnaireone company/expert. Eighty-four companies and 37 experts agreed to participate in the survey. The sample is representative because it includes more than 5% of companies in the Republic of Serbia which have the ISO 9001:2000 certificate. According to The ISO Survey (ISO, 2007) , the last available one during the research realisation, 1,551 certified companies are operating in Serbia. In this research the companies' response is 14%, and the experts' 37%.
• The survey was mainly realised in the first quarter of 2008. The structure of the surveyed companies and experts are presented in the Table 3 . During the checking phase of statistically relevant differences in the answers provided by different-sized-companies (types of companies: 1 -micro and small, 2 -medium and 3 -big), the data types which appeared in the survey caused the application of two different methods of statistical analysis: Kruskal Wallis and one way ANOVA. ANOVA was also used in the comparison of companies (total) and experts' data. It was taken that the evaluation limit of reliability results, i.e., the probability which enabled the claim that the data were error consequences or random variations was p = 0.05. This means that for p ≤ 0.05 there exists a statistically significant difference in results.
It was determined that significant statistical exceptions in the answers of companies (total) and experts did not exist, therefore, there is no discussion on this matter.
Results
This part of the paper presents a model for providing satisfaction of customer requirements, which is derived from theoretic research, but whose justifiability has been proved by research into the attitudes of companies and experts in the Republic of Serbia. The model itself, as well as its function, resulted from statistical indicators.
The basic function of the model is to provide satisfaction of customer requirements. By implementing this model the basic function is harmonised with the principles and criteria of BE, as well as with marketing requirements in relation to customer requirements and their satisfaction and also the specific requirements of the QM standards. However, all requirements and interests of suppliers and other stakeholders must also be respected.
The theoretic model
The structure of the ISO 9001:2000 standard is used to offer a better description and explanation of the model which, in fact, relies upon it.
Sub-process (module): management responsibility
Apart from those responsibilities defined by the standard, the management should: a adhere to the principles of BE while defining policy, objectives and tasks, as well as processes (the principles shown in Table 4) b adhere to the criteria of BE while defining policy, objectives, and tasks, as well as processes (the criteria shown in Table 5) c during the management review process they should adhere to the criteria of BE incorporated in business policy d to ensure the implementation of the input elements of the RM concept while defining policy, objectives and tasks, as well as planning and realisation of processes, which also include evaluation of CS (the input elements shown in Table 7) e to provide monitoring, evaluation and analysis of the output elements in the RM concept (the output elements shown in Table 8) f to ensure the implementation of the output elements of the RM concept during the management review phase.
Sub-process (module): resource management
Resource management includes:
1 human resources 2 the infrastructure 3 the working environment.
Human resources management (HRM) should include requirements which demand the implementation of the important elements of the RM concept and the BE model during the process of selecting, involving, training and motivating employees, especially those in direct contact with customers. Additional explanations and accompanying statistic are to follow.
Sub-process (module): product realisation
Customer-related processes. Fostering an effective relationship with customers demands that organisations:
1 Perform acceptable evaluation of CS, when possible, referring to the results of the sub-process related to data analysis and improvement.
2 Establish requirements that are not specified or expected but which the customer can evaluate positively after use (if possible). The identification of customer requirements and expectations is a separate sub-process which can be part of another process, thus its definition and documentation may be performed in the following ways:
• the procedure for the identification of customer requirements and expectations
• given in more details in the reference book (Handbook) of quality
• part of another procedure, for example: making contracts, selling, communication with customers etc.
• methodology as a separate document that is referred to in the evidence.
The appropriate methods and techniques for establishing customer requirements and expectations are shown in Table 12 [according to Hanic, (1997), pp.52-67] .
3 Reconsideration of requirements should include (when possible for the organisation and customers) some kind of needs and expectation research, or evaluation of CS or it should refer to the sub-process results of data analysis and improvement.
4 Establishing and implementing effective solutions in communication with customers in relation to:
• feedback information from customers, including their complaints. If it is harmonised with the organisation's commitment and possibilities or external requirements, the process of making complaints should be defined and documented.
Design and development
Validation of results within a specific phase or the project should include appropriate research into needs and expectations or it should refer to the results of processes related to customers, as well as the evaluation of customer requirements (when possible) or sub-processes of data analysis and improvement.
Purchasing
The relationship with suppliers should be in harmony with the principles and criteria of BE, as well as with the relevant input elements of the RM concept. In general, this partnership with suppliers means cooperation, harmonised with mutual interests.
Production and service provision
It is necessary to provide:
• during the performance of activities (products and services realisation),
• after realisation or product delivery and
• through post-delivery and servicing activities.
Appropriate research into needs and expectations, both for the organisation and customers. If this is not possible, then it should be referred to the results related to customers. When possible, evaluation of CS should be performed and when it is not possible it should be referred to the sub-process results of data analysis and improvement.
Sub-process (module): measurement, analysis and improvement
Monitoring and measurement. Monitoring and measurement include methods, techniques and activities which an organisation should undertake in order to monitor and measure:
1 CS -information on customers' opinions related to what degree their requirements have been fulfilled. The methods, techniques and activities appropriate for acquiring this information are shown in Table 12 .
Improvement
The analysis of CS should have the following consequences:
• corrective and/or preventive actions
• by planning future quality
• by (re)definition of quality policy, objectives and tasks
• by training personnel
• by 'good practice' -collective experience (it is equally related to all modules of the model).
The procedure of evaluating CS is a separate process, but it can also be part of other processes, so its definition and documentation may be performed in the following ways:
• the procedure for monitoring, measurement and analysis of CS
• processed in more detail in the reference book (handbook) of quality
• as part of another procedure, for example corrective or preventive actions, selling, dealing with complaints etc.
• methodology as a separate document that is referred to in the main document.
An analysis of the acceptability of the model -statistical indexes
Note that the Likert 5-point scale was used in the research survey. Table 4 A comparative survey of the average significance grade that should be paid to the principles of BE when defining policy, objectives and tasks within an organisation When asked to say whether they had a particularly defined process for the identification of customer expectations and requirements, the majority of those interviewed, 66 (79.5%) out of 83 (98.8%) from the companies gave positive answers. One part, 14 (16.9%) of them, linked this process with some other process in the organisation and only in 3 (3.6%) companies was this process not defined at all. The experts' answers followed a similar structure; 31 (83.8%) thought it was important to define this process, and 6 (16.2%) thought that this process could be joined to some other process, with a note that they insisted on its existence. The process of monitoring, measuring and analysing CS is similar to the previous one. Sixty-nine (82.1%) of those interviewed in companies stated that this process already existed as particularly defined, 14 (16.7%) said that it was part of some other process, and only 1 (1.2%) said that it did not exist. The experts were, this time, practically unique in thinking that this process had to be particularly defined with only 3 (8.1%) of those interviewed stating that it could be part of some other process.
Principles of BE Average grade of those interviewed in companies
Table 9
A comparative survey of the acceptable way to compile process documentationidentification of expectations and monitoring, measuring and analysing Note: 83 (98.8%) of those interviewed answered the question concerning the identification of expectations process and 80 (95.2%) companies answered the question concerning the monitoring, measuring and analysing process. A statistically significant difference in the answers of different-type companies was noted concerning the questions about the phases in which research into the needs and expectations (p = 0.001 < 0.05) is performed, therefore the answers are given separately. 
Discussion
There are certain problems concerning the acceptance of BE and RM in the Serbian economy and they have been briefly explained in the text. However, it is also obvious that an orientation towards CS and other stakeholders' requirements is present in certified domestic companies. This is confirmed by the acceptance of the principles and criteria of BE (the input and output elements of RM) in defining policy, objectives and tasks in the organisation, in other words, in the sphere of planning quality for the future. According to the research results, the criteria of BE and the output elements of the RM concept should also be incorporated in the reconsideration phase on the management side (management review). Taking all this into account, it is not surprising that considerable significance is paid to CS. Namely, particular significance is paid to the principles, criteria and elements which are directly oriented towards customers (the lowest average grade is 4.23); which shows the readiness of the organisations to devote themselves to their customers, as well as the importance which the experts gave to this question.
The part of the theoretic research model related to human resource management (HRM), i.e., the process of selecting, involving, training and motivating employees, especially those in direct contact with customers, was indirectly confirmed by the special importance given to 'communicative abilities' and 'experience' criteria when selecting staff who should be in direct contact with customers, i.e., emphasising the "knowledge and skills required to solve problems and make decisions" and the "approach to the firm's mission" as the conditions for the active involvement of employees in the RM concept.
The greater part of Serbian companies had defined customer-related processes [66 (79.5%) of those which participated in the survey], mainly as part of some other process. For the documentation of this part of the product realisation process the most widespread method is procedural, i.e., as a segment in the reference book (handbook) of quality. The experts gave advantage to methodology over integration -which is the opposite of the opinion expressed in the companies. This does not, however, diminish the significance of the biggest part in which there is agreement in the given statements. Particular importance was given to the techniques used to survey customers, especially personal interviews and postal interviews, while the least attention was paid to monitoring a product's life in usage. Feedback information from customers, including their complaints were considered as highly effective solutions in communication with customers.
Validation of results within a phase or project is present as the phase in which research into customer needs and satisfaction is/should be performed. However, only micro and small companies pay more importance to this (in 25% of the surveyed companies), probably because of the more simplified operational realisation.
Partnership development with suppliers belongs to the four best appraised principles/criteria when the experts and companies had to provide their opinion on the concept of BE, i.e., this is the second best estimated of the input elements in the RM concept. It is interesting to note that it was the micro and small companies which paid particular attention to the partnership relations with suppliers, perhaps because they in fact are frequently the suppliers in the chain of the realisation of production and/or in the provision of services, thus they expect such a relationship with their 'big' partners.
A study of the phases in which research into customer needs and satisfaction is/should be performed established that this is carried out: during the performance of activities (products and services realisation), after realisation or product delivery and through post-delivery and servicing activities. However, those phases are not usually foreseen for the realisation of those activities. Performing activities in product realisation is only the second most important phase in the research into customer needs and satisfaction for medium-sized firms. Thus, we can say that the theoretical model is partially reduced.
The majority of those companies which participated in the research [69 (82.1%)] had a particularly defined process of monitoring, measuring and analysing CS. For the documention of this sub-process the most widespread method is a procedural one, which is to be expected considering the demands of the QM standard. Particular importance is placed on the techniques used in surveying customers, especially personal and postal interviews. However, here the focus of the activities ranges from defining policy and objectives of quality to post-selling and service activities, thus they gain in importance respectively: dealing with complaints about products, dealing with complaints, monitoring proposals for improvement and monitoring product defects during usage.
The analysis of CS influences the improvement of QM and the business of a whole organisation in general. The research has shown that this is simultaneously both a demand imposed by the standard and the practice of Serbian companies. The ways in which this is performed, or should be performed was demonstrated by 81 (96.4%) companies and 36 (97.3%) experts in their answers respectively: corrective and/or preventive actions and planning future quality. It is encouraging to note that the 'system of award and punishment' has almost completely disappeared in companies.
Although it was to be expected given the strategic orientation of the theoretic model and organisational set-up, there are no statistical differences between the answers given by micro, small, medium-sized and large enterprises except in three cases:
• The level of significance given to the criteria of BE during management reviews; two of the three criteria given the greatest attention are the same (key performance results, customer results). The third, key criterion, however, varies significantly; People with micro and small enterprises; Policy and strategy with medium-sized and processes with large enterprises.
• The phases in which research into needs and CS is/should be performed. Here one of the three most significant answers is the same for all types of company; defining quality policy, objectives and tasks. The answers are in keeping with the size and organisational structure of the companies and any deviations are related to the phases the same companies may implement: research of requirements and expectations, through validation of results (within a phase or the project) and during the performance of activities (products and services realisation).
• The phases in which measuring CS is/should be performed. Here one of the three most significant answers is the same for all types of company; after realisation or product delivery. The answers are in keeping with the size and organisational structure of the companies in question and any deviation is related to these factors: research of requirements and expectations and during the review of product related requirements.
Finally, it can be noted from the analysis and discussion that the theoretic model for providing satisfaction of customer requirements proved to be acceptable for Serbian companies in relation to the context presented here.
Conclusions
The basic function, as well as the elements and sub-processes of the model define the processes of needs and requirements identification and measuring CS in the implementation of the model for providing satisfaction of customer requirements and through the realisation of sub-processes.
The theoretic model served as the base for further research of companies (productive and services), which operate and have their seats on the territory of the Republic of Serbia -first of all their leaders, owners or employees who are in charge of the implementation of QMS as the primary group, and experts from this sphere as the control group in the research.
The model itself has not been applied in practice or tested but, in our opinion, its usage would contribute to more complete and wider acceptance of the concept of BE and/or RM on the part of certified companies (standards ISO 9000 series) in the Republic of Serbia. In relation to limitations, we think that the model's validity would be more complete if the research included a greater number of domestic companies in the sample, even better if this research could cross the borders of Serbian territory and transfer to the countries of the Western Balkans.
Finally, the research presented here, bearing in mind the limitations mentioned has at least three implications:
